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Abstract 
Engagement a new trend in marketing that first appeared in 1990, and in talking about compiling growing social 
network media marketing be a tool for election company to achieve competitive advantage in the broad market. 
Engagement can also be viewed free improve the performance of the company to increase sales, create new 
product and enrich the relationship between the company, employees, customers and supply chain. Finally, all 
of engagement boils down to the purpose for excellence and competitiveness of Sustainability. 
Keywords: Customer Engagement; Employee Engagement; Supply Chain Engagement; Organizational 
Engagement. 
1. Introduction  
Marketing through social media is now widely used by companies, both private users as well as in the form of 
community or shaped by traditional companies to attract customers. In this way a lot of marketing of the 
company effect and significant benefits for the company. However, not infrequently also backfire because many 
customers do not go according to management with corporate strategy.  
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Based on this, this article is a literature review that need to be understood by the company before plunging into 
the world of digital marketing that uses social media as a marketing tool. 
2. Literature Review  
2.1. Customer Engagement 
Customer engagement related to the behavior, attitudes, ethics, style, mood and more attached to the individual 
person in view, respond to, support and interpret a company's products and services are offered for use by 
customers as well as to merchantability starting point of the movement word- of-mouth to recommend to other 
people to participate in legal proceedings. Once the extent of the engagement of the customer [1] defines the 
behavior of customer engagement as a manifestation of customer behavior toward a brand or company outside 
of the purchase resulting from driver motivation. While [2] states that customer engagement is regarded as a 
manifestation of your brand or company's behavior beyond the transaction. In a business environment that is 
interactive and dynamic, the role of customer involvement in the co-creation is needed and according to [3], 
customer engagement (CE) is a psychological state that occurs based on interactive, experiential co-creatif 
intermediary customers with voice / objects (eg, brand) focus in the service relationship. This occurs under a 
specific set of context-dependent conditions produce different levels of CE; and there is a dynamic process that 
is repeated in relation assess the co-creation services. CE plays a central role in government relations 
nomological network services where other relational concepts (eg, engagement, loyalty) is antecedents and / or 
consequences in the CE process repeats. It is a multidimensional concept subject to the context and / or 
expression of specific stakeholders relevant cognitive, emotional and / or behavioral dimension. In social 
networks such as facebook [4], stated that the basis of Facebook is to build and maintain social relationships, 
whereas [5], suggests that social CRM (SCRM) emerged as a new paradigm for integrating social networks, 
while [6], argues that online social networking application for the business area of marketing and sales, one of 
which is social CRM. The statement also confirmed by [7] which states that the Customer Engagement has been 
identified as the main purpose of SCRM. More specifically reference [8] states that there are four types of 
relationships arise from the development of CE is the customer transaction, the customer is happy, loyal 
customers and fans, but to get to that stage first CE through the circle which is reflected in Figure 1  
 
Figure 1 : Customer Engagement Cyrcle 
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Customer engagement increasingly popularized by the technology sector for marketing digital marketing. 
According Hansen and his colleagues in [9], a social media technology has changed the nature of the interaction 
between customer and company, give birth to new ways of interacting radical that basically revolutionized 
marketing. This revolution centered on the fact that potential customers are currently using social media to 
engage with companies and other consumer products and services. Meanwhile, According Mike DiLorenzo, 
director of social media marketing and strategy for the NHL, "Social networks are not on the website. It is about 
their experiences". While their findings showed that the more significant content as a driver of engagement 
rather than a desire to build a relationship. Because it has been recognized and the importance of customer 
engagement does not mean not to have a gap, it becomes a question of how to understand customer engagement 
with the products and services provided online. Requires answers to these questions to understand what 
personality traits customers who encourage to engage them online and what value they think can receive in the 
digital age to help managers understand segments better and evaluate the involvement of their customers online, 
questions and answers from what was explained that raised by [10], and found seven personality traits 
associated with Online Customer Engagement (OCE) is introversion / extroversion, (dis) hospitality, awareness, 
openness to experience, needs activity, need to learn and altruiisme. In addition, their findings also show that 
customers are involved in the community of facebook users see different forms of customer value as a social 
value, play, efficiency, forte, aesthetic and altruistic values. 
2.2. Employee Engagement 
 
Figure 2 : Employee Engagement and Firm Benefit 
The concept of socio-psychological engagement introduced by [11], a similar case was delivered by [12], which 
examines the involvement and produce a blueprint to improve the company's service, customer satisfaction and 
the resulting performance of the company. 
The range of scores in Figure 2 above in the partition as quartile (in intervals of 20) in the frequency 
distribution. Quartile score of 20-39 (detached) showed the lowest level of all factors of employee engagement 
and least engaged employees, which implies that the company needs to focus on improving every single factor 
involvement of employees at the individual level. Quartile score of 40-59 (somewhat involved) indicates that 
employees are relatively less involved with the company, thus implying that some of the factors of employee 
engagement requires immediate attention. Quartile score of 60-79 (being involved) showed a moderate level of 
involvement of employees, thus implying that while the overall employee involvement in the company is 
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enough for the smooth functioning of the organization, there is scope of improvement in all aspects. Score 
quartile 80-100 (super-moves) is the highest, every company should strive to achieve. This quartile score that 
implies that the company has followed all (ie branding components of employee engagement, orientation and 
training, employee satisfaction, employee identification, employee commitment, employee loyalty, and 
employee performance) best practices Employee engagement and employee performance is a peak. Whereas 
involvement of employees to improve customer satisfaction and increase sales turnover of employees is likely to 
cause financial benefit for short-term goals [13]. Whereas for the purpose of continuing need to understand that 
there are differences between the two linkages involvement in the engagement that employees and companies, 
where employee involvement and the company predicted by job characteristics and predictable organization of 
procedural justice [14].  Companies that have been running with a fair procedure and has run employee 
involvement in the operation, certainly very difficult to be exceeded by competitors because it has a key 
competitive advantage[15,16]. Consistency employees in relation to the company's involvement was always 
influenced by the demands and requests that due to the fatigue that tends to be seen as an obstacle to be negative 
and vice versa [17]. According to [18] in the model of management involvement (see figure 3) the agreement of 
performance and amenities involvement provide input on employee involvement and may change depending on 
the needs of employees based on assessment and feedback, although the steps of the model clearly illustrated yet 
it should be underlined that the process is ongoing and continuous. 
 
Figure 3: Engagement Management Model 
* Note: Direction of the arrow around the circumference of the model is the involvement of the management 
process and outline the points are drivers representing employee engagement 
Further models explain the involvement of management to begin the process of employee involvement is 
necessary in order to stimulate the energy, focus and intensity, or the feeling of involvement. Kahn in [18], 
noted that the three psychological conditions that generate engagement parallel logic of the contract in that 
people tend to enter into a contract which has clear benefits (meaningfulness psychological), guarantees the 
protective (safety psychological), and they believe that they have the resources to honor (psychological 
availability). At this stage of facilitating the involvement, the main focus is on identifying and providing 
employees with the resources they need to become involved. This involves resources that will allow employees 
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to proficient understanding, safety, and availability. The main activity at this stage involves the design work, 
leadership, training, coaching and social support. Key components of performance management as a cornerstone 
of the process is the assessment and evaluation of employee performance. In the context of employee 
involvement, this process should also include an assessment of employee engagement behavior (eg, persistence, 
proactively, the expansion of the role, and adaptability) other than job performance. The main activity at this 
stage is the performance assessment and feedback. However, for the purpose of increasing engagement, trust 
and fairness perceptions are very important. employee engagement is expected to have an immediate effect on 
job performance improved; the theory of engagement, the employees have been linked to job performance. 
According Leiter and Bakker in [18], job involvement has important implications for the performance of 
employees. Energy and focus are inherent in working engagement allows employees to bring their full potential 
at work. The focus this energy to improve the quality of their core job responsibilities. They have the capacity 
and motivation to concentrate only on the task at their hands. Prediction [19], that accommodates HRM (Human 
Resource Management) will be successful if it meets the specific needs of employees, selection, optimization 
and compensation strategies. And it takes leadership role to determine the success of the engagement, as 
predicted by [20], that the transformational leadership and appreciate the unity contributed to the more favorable 
working environment;, and in the process takes the professionalism of companies and PR (Public Relations) to 
strengthen internal communication with employees to build a culture of transparency with management [21]. 
2.3. Supply Chain Engagement 
The company's business success is seen as a sustainable competitive advantage involving the value chain from 
retailer and supplier collaboration [22]. The role of suppliers in the supply chain is important to be involved to 
bridge between buyers and suppliers as process of Customer Relationship Management [23]. It is necessary for 
the selection of suppliers to achieve success in the performance management of relationships within a 
competitive market to improve the performance of the purchase [24].    
2.4. Organization Engagement 
Reference [25], argues that the concept and practice of organizational involvement is not in the language or 
understanding of management; it remains trapped, unarticulated, and only described in vague terms. According 
to [26], rganizational Engagement predicted to produce the success of employees, organizational and financial 
performance, but rarely studied; the involvement of different organizations with a commitment; The 
involvement of the organization is the desire to remain as a member of a particular organization which translated 
into a willingness to conform to the values of the organization and exert every effort for the good of the 
organization as a whole; on the other hand the involvement of the organization is the absorption rate of a 
person's role in an organization's performance. More recently an involvement of research organizations 
investigated by [27], presents a comprehensive theory of the involvement of the collective organization, 
integrating theoretical engagement with resource management model. They propose that the engagement may be 
considered as construct an organizational level is influenced by organizational practices that focus on motivation 
to represent the level of resources in the company. Specifically, they evaluated three different organizational 
practices as a motivating source of job design, human resource management practices, and CEO 
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transformational leadership that can facilitate the perception that members of the organization as a whole 
physically, cognitively, and emotionally invested in the workplace. Their theory is based on the idea that, when 
used together, the organization's resources to maximize each with three underlying psychological conditions 
necessary for full engagement; namely, the psychological significance, security, and availability. Resource 
management model also underscores the value of members of the top management team to implement and 
monitor the progress of the company's strategy as a means to enhance the effects of organizational resources on 
the involvement of collective organization. They empirically test the theory in a sample of 83 companies, and 
provide evidence that the involvement of the collective organization mediates the relationships between 
organizational resources and corporate performance. In addition, they found that the implementation strategy of 
moderate positive relationship between the three organizational resources and the involvement of collective 
organization. While, [28], suggested to the effects on an organizational level, creating an enjoyable workplace 
that stimulates pleasure greater overall involvement with the team, unit or organization it self. 
3. Discussion and Conclusions  
Relationships are embossed into the surface of the customer received the company aims for the transactions, but 
whether the transaction would lead to pleasure, devotion and turned into a fan as proposed by [8], although it 
must first go through the process of the customer engagement cycle?. And what about the customers who are not 
connected can be drawn to join and make transactions ?. In the online community, the products are used with 
high quality will easily spread to other members of the community and typically companies will be driven by 
the community to be a sponsor in community activities. For it should be emphasized that engaging employees in 
the process of the community may also define the relationship that can benefit the company. Employee 
engagement also should be driven by business leaders who support and appreciate the contribution of employee 
engagement in the community, it would require a transformational leader [20]. To strengthen the relationship in 
communication between employees and customers to require supply chain collaboration so that customer needs 
are met appropriately so that confidence in the employee engagement emerged in the community. Finally, the 
authors conclude that the engagement requires the participation of the organization in the process in order to 
create pleasure in all aspects involved, this is because that the wearer of the company's products not only for the 
customer and transasksi all levels in the organization can also be a customer. The study is a review of the 
literature that has limitations in terms of empirical and for that, the authors advised future research can do. 
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